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Abstract
Nowadays, human beings cannot live without using internet as peoples are living 
in the techqi world. The speedy progressions in the field of information and 
communication technologies have greatly changed the world economic landscape. 
Technological changes have given rise to a new society based on knowledge and 
they have also created new avenues of development, employment, investment and 
entertainment. By using the World Wide Web, businesses have been transmitting 
technologies across the globe. The businesses in the online marketing satisfy the 
customers’ needs based on their preferences towards the goods while they buy in 
the online and also provides after-sales services as and when requires.  The online 
makes the customer save time, energy, cost reduction, communication, customer 
care and control by the shops for the purchase of goods.  Thus online marketing has 
to be still developed to increase the purchasing level in the market and also their 
awareness towards the usage of online marking.
Keywords: Online Marketing, Electronic Commerce, Global e-Business, Customer 
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Introduction
	 The	 swift	 advancement	 in	 the	 field	 of	 information	 and	
communication	technologies	has	greatly	changed	the	world	economic	
landscape.		Technological	changes	have	given	rise	to	a	new	society	
based	 on	 knowledge	 and	 they	 have	 also	 created	 new	 avenues	 of	
development,	employment,	investment	and	entertainment.		Internet	
is	emerging	as	a	powerful	medium	to	reach	the	masses.		It	has	gained	
global	 dimension	 by	 acting	 as	 a	 universal	 source	 of	 information.	
Internet	 is	 considered	 as	 a	 po9tential	 tool	 to	 conduct	 business	 to	
bring	 development	 at	 a	 faster	 pace.	 	 Electronic	 commerce	 is	 the	
buzzword	of	the	on	line	business	revolution.		It	is	drawing	more	and	
more	 attention	 from	 business	 organizations	 and	 consumers,	 both	
local	 and	 global.”	 	 Business	 activities	 conducted	 using	 electronic	
data	 transmission	 technologies,	 such	 as	 those	 used	on	 the	 internet	
and	the	World	Wide	Web”.
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Objectives of the Study
1.	 	 To	analysis	the	online	marketing	in	the	buyer.
2.	 	 To	study	Cost	Reduction,	Revenues	and	Customer	Satisfaction.
3.	 	 To	improve	the	Global	E-Business	
4.	 	 To	improve	Effective	information	management.
Need for the Study
		 The	rapid	changes	in	telecommunication	and	computing	technologies	evidenced	in	the	internet	
and	World	Wide	Web	have	led	to	whole	new	range	of	business	applications,	process	and	structure.	
E-business	 is	 essential	 for	 existing	 business	 organizations	 and	 the	 new	 entrants	 as	 well.	 	 The	
organizations	that	do	not	possess	a	website	are	considered	to	“brick	and	mortar	businesses”	and	
organizations	that	own	a	web	site	are	considered	to	be	“click	and	order	businesses.”
Factors Stressing for E-Business
	 E-business	is	a	very	broad	and	new	concept	that	involves	a	business	organization	to	use	electronic	
medium	to	carry	out	all	specialized	or	overall	business	activities.		In	e-business,	information	and	
computing	technologies	are	used	to	enhance	one’s	business.		It	includes	any	process	that	a	business	
organization	conducts	over	electronic	and	computer	enabled	network.	The	following	point	considers	
the	factors	in	E-Business.
Cost Reduction
	 E-business	enables	business	organizations	to	advertise	products,	receive	orders,	collect	payments	
and	deliver	goods	at	lower	cost	and	it	helps	eliminate	the	role	of	the	middlemen.		Advertisements	
on	internet	enable	a	better	customer	to	cost	ration.	They	enable	business	organization	to	spend	less	
by	cutting	down	the	cost.			The	total	overhead	cost	required	to	rune-business	is	comparably	much	
cheaper	than	traditional	business.	Hosting	a	website	reduces	the	cost	incurred	on	labour,	office	rent	
and	maintenance.	 	Web	enables	a	business	organization	to	 introduce	and	market	a	new	product	
without	incurring	huge	investment.
Customer satisfaction
	 E-business	 allows	 customers	 to	 perform	 online	 shopping.	 	 The	 convenience,	 flexibility	 and	
speedy	flow	of	information	help	the	business	organization	to	provide	improved	customer	service.	
The	gains	obtained	in	e-business	are	passed	on	to	customers	though	lower	prices,	or	as	additional	
features	of	products	or	services,	this	provides	customer	satisfaction.		Customer	satisfaction	helps	
to	 increase	 the	 customer	 base.	 	 Up-to-date	 information	 available	 on	 an	 organization’s	website	
provides	more	information	to	customer,	thus	education	them	better.
Just in Time (JIT) information
	 The	 cost	 incurred	 on	 communication	 in	 the	 e-business	 environment	 is	 low	 and	 allows	
instantaneous	communication	between	anyone	from	anywhere	from	the	world.		E-business	enables	
instant	flow	of	 communication	 regarding	goods,	 services,	 transmission	of	orders	 and	 the	 status	
of	delivery.		The	services	of	the	organization	are	available	24	hours	a	day	and	365	days	a	year.	
E-business	helps	to	deliver	just	in	time	information	and	removes	communication	barriers	between	
employees,	customers,	suppliers	and	business	associates.
SYED HAMEEDHA ARTS  & SCIENCE COLLEGE,  Kilakarai
National Level Seminar on  “Digitalization in Business”
62
Transaction Efficiency
	 Business	process	is	automated,	Reduction	in	operational	waste	and	the	automation	of	business	
process	and	practices	lead	to	transaction	efficiency.		E-business	enables	business	organizations	to	
have	direct	links	with	customers	and	this	enables	to	a	business	to	become	more	customer	focused.	
E-business	helps	to	streamline	the	operating	processes	and	enables	to	integrate	the	various	business	
activities	of	an	organization.
Access to Global market
	 Internet	provides	the	basis	for	global	communication.		Advertisements	placed	on	internet	helps	
to	attract	customers	from	anywhere	in	the	world.		The	information	about	the	organization,	products,	
services,	 features	are	available	on	 line.	 	The	 information	and	price	 transparency	allow	business	
organizations	to	expand	their	business	globally.
Impact of internet on business performance
	 The	internet	is	sometimes	known	as	the”	Information	Superhighway.”		Internet	has	gained	global	
dimension	by	acting	as	a	universal	source	of	information	and	investment.		The	impact	of	internet	on	
business	performance	can	be	understood	from	the	following	6C	framework.		They	are	as	follows.
a.	Cost	reduction		 	 b.	Convenience		 	 c.	Communication	
d.	Customer	care		 	 e.	Collaboration		 	 f.	Control	
	 Early	internal	marketing	efforts	were	oriented	towards	technology	and	consequently	emphasized	
the	 product	 and	 its	 associated	 information.	 In	 recent	 years	 there	 has	 been	 a	 shift	 in	 internal	
marketing	from	only	complex,	information-heavy	products,	such	as	software	and	hardware	with	
their	multitude	of	features,	to	more	commodity-like	items	like	stock	quotes,	newsletters	or	flowers.	
This	 has	 resulted	 in	 the	 emphasis	 shifting	 from	 the	 product	 focus	 to	 the	marketing	 process	 of	
reaching	and	getting	close	to	the	consumer.
E-Business Technology in online marketing
Step 1: Segment and identify the audience 
	 Market	segmentation	is	the	process	of	dividing	the	market	into	separate	and	distinct	consumer	
groups.	Its	purpose	is	to	determine	differences	among	customers	that	may	be	of	consequence	in	
choosing	whom	to	target	and	how	a	prerequisite	for	product	positioning.
Step 2:  Create a coherent advertising Plan 
	 The	 product	 differentiation	 plan	 should	 carefully	 lay	 out	 the	 advertising	 campaign.	 	 Online	
advertising	is	a	form	of	investment	similar	to	other	investments	to	improve	and	expand	business.	
The	 returns	 depend	 on	 the	 planning	 and	 thought	 that	 precedes	 the	 actual	 commitment	 and	
expenditure	of	advertising	dollars.		By	first	developing	an	effective	advertising	plan,	firms	increase	
the	likelihood	of	a	positive	return	on	the	advertising	investment.
Step 3: Get the Content to the Customer
	 Dissemination	of	information	about	the	company	and	its	products	via	newsgroups,	list	serves	
and	e-mail	will	constitute	a	cost-effective	method	to	reach	large	numbers	of	individuals	in	various	
target	audiences.	 	Although	on	the	surface	this	closely	resembles	a	 traditional	push	strategy,	an	
important	difference	lies	in	the	ability	to	build	in	valuable	feedback	loops.
Step 4: Correspond and interact with customers
	 One	of	the	most	powerful	features	of	internet	facilitated	marketing	is	 the	variety	of	potential	
interactions	possible.		Among	them	are	four	levels	of	interaction	with	potential	customers.
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Step 5: Learn from customers 
	 The	 market	 provides	 measures	 of	 consumers’	 responses	 to	 those	 elements	 that	 have	 been	
protested-	the	product,	the	price	and	the	communication	plan.		It	also	measures	the	acceptance	of	
these	measures.		By	measuring	levels	of	consumer	awareness,	product	trial,	repeat	purchase,	market	
share	and	sales	volume,	the	market	gives	some	indication	of	the	productivity	of	the	elements	of	the	
marketing	plan.
Step 6: Provide customer service and support 
	 Online	customer	service	is	an	essential	part	of	the	electronic	commerce	chain,	where	people	are	
more	in	touch	with	other	type	of	market.		This	has	both	good	a	small	company	can	spread	quickly	
and	widely	 if	 there	 is	 excitement.	Conversely,	 problems	 can	be	 reported	with	 equal	 speed	 and	
breadth.	Thus	companies	must	be	constantly	on	their	toes	when	it	comes	to	customer	service.
Step 7: Other online Business 
	 These	include	sites	offering	online	service	like	buying	entertainment	tickets,	food	and	grocery.	
The	estimates	 the	market	size	of	 these	services	 to	be	around	INR	1500	Crore	 in	2015.	 	This	 is	
expected	 to	grow	by	25%.	The	market	 for	buying	entertainment,	movies	 and	 sports	 tickets	 are	
valued	at	INR	795	Crore	while	online	food	delivery	is	sized	at	INR	250	Crore.	Bookmyshow.	Com	
is	a	major	player	in	the	segment.
Step 8: Future Scope and Growth
	 The	growth	of	e-business	will	be	on	 two	accounts.	 	One	 is	due	 to	 the	change	 in	 the	macro-
economic	parameters	like	disposable	income,	internet	penetration,	inflow	of	investments,	and	the	
other	due	to	segment	specific	factors.
Conclusion
	 The	 online	 e-business	 technology	marketing	makes	 everyone	 to	 buy	 the	 goods	 easily.	 	 The	
dealer	in	the	online	marketing	satisfies	the	customers	based	on	their	preferences	towards	the	goods	
while	they	buy	in	the	online.		The	online	makes	the	customer	save	time,	energy,	cost	reduction,	
communication,	customer	care	and	control	by	the	shops	for	the	purchase	of	goods.		Thus	online	
marketing	has	to	be	still	developed	to	increase	the	purchasing	level	in	the	market	and	also	their	
awareness	towards	the	usage	of	online	marking.
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